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The purpose of this thesis was to create a Storybook for a Finnish insurance company 
which objective was to give the service advisors of the client company good tools to 
improve their selling processes. Today, the selling processes are changing to be more 
focused on the experiences and the feelings customers receive from them exchange 
for the common price comparison and that was the main focus in this Thesis – to 
make stories that can be used in real life and which can be modified to fit different 
market communication situations. 
 
The theoretical part of the Thesis consists of the background information about Finn-
ish insurance companies in general, as well as, how emotions are appealing into peo-
ple and information about storytelling in marketing communication. Theoretical 
sources were both from Finnish and English materials and were all from the 2010 
century. 
 
Information was gathered by interviewing 5 people from different fields of business, 
Interviews were made by using focused, semi-structured interview, thus the need was 
to get as much as ideas and discussions about the chosen themes which were related 
to their marketing communication situations. 
 
The result – Storybook – was made using the theoretical part and the interviews as a 
background information. The book consists of brief description about the author and 
storytelling in market communication, followed by the information about how to 
start the conversation and the actual example stories about different insurances. After 
stories, there will be instructions how to end the meeting and lastly the final words. 
Storybook was illustrated with the images taken by the author. 
 
Even though the Storybook has been made to a Finnish insurance company, can 
many other company in different business fields modify it to meet their needs and 
use it as a frame to their own stories. Storybook can be found from Appendix1. 
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1 INTRODUCTION 
 
In general, in the insurance industry, marketing communication is mainly done 
through the price comparison. Today, the selling processes are changing to be more 
focused on the experiences and the feelings customers receive from them. There has 
been researches about how and what part of peoples’ brains gets activated when the 
presenter is using different kinds of methods in selling processes. The result shows, 
that when the story gets told, every part of their brain that people uses when experi-
encing a story gets activated and in comparison, when presenter is using power point 
in her selling process, only one part of the brain activates. When brains get activated 
and thus story appeals to the feelings, people will remember it better and it is more 
likely that they will buy something from the company. 
 
The idea about the subject of this thesis came from the Finnish insurance company 
and their need to reform their marketing communication strategy and desire to be a 
forerunner in the insurance industry. Together with the company representatives we 
came to the wanted conclusion about the content and the frameworks of the project 
work.  
 
The purpose of the project is to create a storybook consisting of the example stories 
that can be used to support sales in market communication situations. Storybook will 
be written in English but afterwards it will be translated to Finnish, because that is 
the dominant language of the client company. 
 
The Storybook will help sales advisors in the insurance industry to modify their sell-
ing strategies and it will help them to sell insurances by using a story method and not 
just regularly trough the price comparisons. In addition, it will help them to gain bet-
ter result on selling and give the employees new perspective and ideas to their selling 
processes. For customers, stories will also give a new perspective why insurances 
should be compared on another basis than just price. Thus, the company will benefit 
from the Storybook and also the employees can have new energy to their work by 
using the stories.  
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Storybook is intended for distribution to workers of the client company and to ensure 
that the selling process gives the best possible benefit for both parties. The aim is, 
that the sales advisors will use the Storybook for an inspiration to their own stories or 
tell the stories exactly as they are written. 
 
The factors that are influencing the choice of the subject, as mentioned, are client 
company needs and desires towards more efficient customer service and in addition, 
personal interest towards developing the marketing communication processes at in-
surance business in general and especially in the client company. 
 
In the beginning there will be a tight summary about the Finnish insurance compa-
nies in general followed by chapters dealing with the emotional meaning in selling 
process, what is the value of storytelling in marketing and why it is important today. 
After the literate review, there will be definition of the project: what will be done and 
how, followed by the explanation and highlights about the interviews which together 
with the theoretical part, are constructing background information and frameworks to 
the Storybook. In the end, before list of references and the actual Storybook, will be 
placed the evaluation of the whole project. 
 
If you are interested about today’s market communication and want to be a sort of a 
forerunner, jump in to my work and enjoy this project-based thesis. I hope it will in-
spire, give new ideas to communication situations and help to reach the wanted re-
sults in your own business in a new, modern style. 
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2 FINNISH INSURANCE COMPANY 
 
In Finland, there are a lot of different kinds of companies that are working in the in-
surance industry. Insurance business is all about someone taking responsibility about 
the unpredictable risk for a fee that is facing another person / company. In practice, 
insurance company is entering into an agreement with the client where it promises to 
pay for its customer a compensation if there occurs damage or an accident that has 
been identified in the contract. (Website of Financial Supervisory Authority of Fin-
land 2014.) 
 
There needs to be concession from the Financial Supervisory Authority before man 
can make insurance business - the same place, that controls the business. It needs to 
be controlled, because the insurance fees are collected beforehand and clients need to 
be sure that the money they have paid are available if something occurs. (Website of 
Financial Supervisory Authority of Finland 2014.) 
 
Besides selling insurances, insurance companies may participate in ancillary activi-
ties such as marketing while representing other companies and trough that sell their 
products and services. That way insurance company does not have to bear the risks 
associated with the companies and the products / services they represent. (Website of 
Financial Supervisory Authority of Finland 2014.) 
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3 RELYING ON EMOTIONS IN SELLING PROCESS 
 
In general, Finnish people are family oriented, quite shy and introverted and also in 
many ways, a unique nation. Finns are often not willing to take contact and interact 
with each other’s, but the essential things they will handle politely. (Parvinen 2013, 
9-11.)  
3.1 The world’s most important human 
People, who stay in our minds in a positive sense after the first meeting, have usually 
one thing in common; he enchanted you by discussing about the world’s most im-
portant human – and it is you. (Lahti & Rautio 2013, 82.) 
 
Every one of us is vain, which can be seen from the fact that we are endlessly inter-
ested in ourselves. Humans, who can listen and discuss with us by giving attention 
towards us are the ones we care, and they are the ones we can call our friends in a 
long run. In most cases, trustworthiness towards another person is important. People, 
especially the Finns, are opening themselves up after getting to know better at first 
and the same thing it is in business life – consumer needs to count on to the buyer 
before he will buy a product or a service. Confidence can take time, or it can be 
formed fast when the seller is interested about the client / consumer and charms the 
client with that interest. (Lahti & Rautio 2013, 82.) 
3.2 Emotions appeal to people  
Petri Parvinen (2013, 38) states in his book Myyntipsykologia (sales psychology) 
that relying on feelings in selling process is one of the best ways to get the consumer 
make decisions. In addition, he says that emotional psychology is closed to manipu-
lation. (Parvinen 2013, 38.) 
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When the sales advisor is making the consumer aware of the sanctions and penalties 
when talking about the products in the buying process, the consumer will think 
through his emotions and most likely will buy the product. For example, when the 
consumer buys a travel insurance he will not get sick when traveling, is logically 
misleading promise, but when the customer buys the insurance he knows that if there 
comes sickness, the insurance company will cover it. (Parvinen 2013, 38.) 
 
There are many kinds of different feelings that sales advisor can and should rely on 
in the selling process in addition to appealing to sanctions. According to Parvinen, 
relying on wishful thinking, fears, shame, anger and positive feelings are good to 
consider from the sales advisors’ point of view, because he has proved them to be 
functional. There are many ways to appeal to emotions based on logical errors such 
as above mentioned (Parvinen 2013, 38-40) and that is why stories beats it all. (Lahti 
& Rautio 2013, 142.) 
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4 STORYTELLING IN MARKETING COMMUNICATION 
4.1 Marketing Communication 
Marketing communication has evolved and continues evolving throughout the time 
and there is no the-one-and-the-only -definition in it, but in the most definitions the 
main purpose is to use different communication methods and trough those try to 
make people buy their services and products. Trough magnificent product or a ser-
vice market communication provides added value to the organization and to their 
customers. (Fill & Jamieson 2014, 30-31.) 
 
All the media and the messages people position their communication in the market, 
can be described as marketing communication. It is company’s complex and funda-
mental part to their marketing efforts including, for example, direct marketing, online 
presence, advertising, sales presentations and PR activities. Objectives of the market 
communication are to shorten the sales cycle of the company and to create and sus-
tain preference and demand for their product. (Website of MaRS 2013.) 
4.2 Storytelling 
“For over 27,000 years, since the first cave paintings were discovered, telling stories 
has been one of our most fundamental communication methods.” stated Leo Widrich 
in 2012. Whether the story is from your friend’s mouth, a movie or a book, people 
will enjoy the story. (Widrich 2012.) 
 
When listening, for example, a presentation where the presenter uses bullet points in 
a power point presentation, one part of humans’ brain gets activated - the language 
processing part, and that is all, nothing else happens. We can see a big change when 
someone is telling a story for us – besides language processing part, also every other 
part that we use when experiencing the story told, gets activated. (Widrich 2012.) 
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In addition to the fact that the stories remain in to the people’s minds like mentioned 
in chapter 3, they affect on the feelings. Using stories in marketing communication 
should be constant and systematic because we make most of our decisions based on 
our feelings. Tim Brock and Melanie Green stated that moving to imaginary world 
edits radically our way of handle information and they also discovered that the deep-
er the reader gets into a story, the lesser him notices the illogicality’s and faults in it. 
(Lahti & Rautio 2013, 142.) 
 
Behind many of the products and inventions, is a story. Sometimes it is a true one, 
sometimes fictional and sometimes consumers make the stories, just like in an insur-
ance business. Stories stays our minds forever and facts fades to the background. 
(Lahti & Rautio 2013, 143.)  
4.3 The story structure 
Kaihan Krippendorff, the CEO of a strategic innovation firm Outthinker, identifies in 
his interesting article “Using Great Storytelling to Grow Your Business” what The 
Actor’s Institute Group (TAI group) is calling a story spine. It has been made visual 
in Figure 1, where can be seen a layout of how to tell a useful business story. It is a 
five-step structure where the current reality is introduced, conflict arrives, there 
comes struggles, the conflict is resolved, and a new reality exists. (Krippendorff 
2012.) 
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Figure 1. Story Spine. (Krippendorff 2012.) 
 
When constructing a story and by following TAI’s story spine, people will have 
more efficient way to move the story forward because they will know the actions and 
the places when they have to take them. In addition, when constructing a story, the 
storyteller should link it to the listener / audience and try that way to appeal their 
feelings which, as mentioned, makes often better sales. (Diamond 2013, 37.)  
NEW REALITY EXISTS
how people have changed after the problem has been solved?
CONFLICT RESOLVED
...and how it is solved?
STRUGGLE ARRIVES
what will people do with the problem?
CONFLICT INTRODUCED
a problem occurs
REALITY INTRODUCED
time, place, people and their doings, sounds...
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5 DEFINITION OF THE STORYBOOK PROJECT 
 
Research Methods course, where the Thesis project is introduced, was started at the 
end of August 2017 when this Thesis project started. As mentioned, I contacted a 
Finnish insurance company who gave me an idea about the topic. Their proposal felt 
mine from the beginning and I started to search information from the libraries and 
from the internet. In the mid-November the Thesis topic was focused when I had a 
first meeting with my Thesis supervisor. We agreed about the fact that this Thesis 
will be project-based, and the data collection will be made through the interviews. 
 
From the Figure 2 below can be found a conceptual framework of this Thesis, which 
visualizes this project as a whole. In the beginning I wrote a theory part consisting of 
emotional importance in selling process and storytelling in market communication, 
followed by interviews with the professionals from different fields of business. To-
gether those two parts formed a background information for my project work: Story-
book. 
 
 
 
Figure 2. Conceptual framework. (Writer of this Thesis 2018.) 
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5.1 Research methods 
Qualitative research method and focused (semi-structured) interview was chosen, 
and interviews were made via telephone, because in the first instance, I wanted the 
interviewees to have as much freedom in their answers as possible. Even though I 
knew it was going to be time consuming, I felt that that way I would have the best 
possible benefit considering my project. From the beginning I knew, that interview-
ing people would not be the easiest way because there is a high possibility that the 
conversation goes to the “wrong track” and it is in the interviewers’ shoulders that 
the discussion stays in the considered themes, but on the other hand, by interviewing 
can be made many kinds of follow-up questions which can be important when think-
ing about the end result.  
 
The result in focused interviews were accurate, which was important to me, thus I 
could analyse and make notes from the interviews right after they finished and when 
they are still in a fresh memory. To make sure I can ensure the answers, I recorded 
the interviews with the permission of the interviewees. 
 
In April 2018 I interviewed 5 people from Finland who all were from different busi-
ness fields than insurance. Interviews took time approximately 20 to 30 minutes per 
interview. At first, I get to interview Sani Leino, who is known for example as a 
highly appreciated social selling coach and year 2016 was listed among the hundred 
most impressive Social Selling people in the world. Two of the ones I interviewed, 
wanted to remain unknow. I addition, I had a change to interview Jarkko Sjöman, 
one of the world’s most influential actors in LinkedIn SlideShare is also, Finland’s 
leading expert in the personal branding. Last, but not least, was Pauliina Nordberg, 
Well-Being Coach and FAF Personal Trainer who is herself an entrepreneur in the 
company called Wellbeat Oy. Pauliina is also a President of Rauma Junior Chamber 
and is well-networked in different social media channels. 
 
I did not choose people from the insurance business, because I wanted to have totally 
new ideas for my Storybook and felt that if interviewing people from that business 
field, the ideas would not be as imaginary as I wish. I chose the interviewees careful-
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ly from today’s influencers and had different kinds of themes which were discussed 
with all of the people I interviewed of. Figure 3 below shows the structure of my in-
terviews including the themes that were discussed with the central theme “Stories 
behind sales”. 
 
Figure 3. Interview themes. 
 
In the beginning I asked questions about how to open the conversation with the cus-
tomer and how they will get the customers trust, followed by how, and what is the 
best way to take their product or service into the conversation for the first time, how 
they are trying to appeal to people’s feelings and what is the best way of getting a 
customer to make a purchase decision. Lastly, I wanted to know what they think is 
the best way to end the meeting and make the customer feel like they are “in good 
hands”. 
 
STORIES 
BEHIND SALES 
- HOW?
Starting the 
conversation
Talking about the 
products/services 
for the first time
Appealing into 
peoples feelings
Making people 
buy
Ending the 
meeting
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5.2 Analyzing the data 
All of the interviewees agreed that when starting the conversation, the main im-
portance and focus should be in the customer and his interest and needs. Earning cus-
tomer trust is the baseline to the long-lasting customer relationships and that way 
sales advisor can get a lot more information about the customer which makes his job 
a lot easier in the future. 
 
When trust is earned, sales advisor should know the customer and his needs, so they 
can start to discuss about the possibilities to improve customers security. In the start-
ing base there may have occur many kinds of situations that needs to be insured.  
 
When appealing to people’s feelings, interviewees, stated methods that differ from 
each other’s a little bit. Pauliina Nordberg tries to stay positive and give examples 
about the facts and the possibilities if the customer buys her services and she is not 
believing in the scaring method. Jarkko Sjöman and Sani Leino agreed, that the sales 
advisor should raise professional side in the sales situation and base the knowledge 
on facts. All of the interviewees agreed, that there are no room for humour in the 
market communication situations. Of course, the process can be relaxed but when 
talking about the offered products or services, it is not something that should be tak-
en with humour. 
 
When the customer comes to the meeting and has already decided that he needs to 
buy the service or a product, it is easy to make him do the buying decision. Sales ad-
visor discusses with him and “survey” his needs and trough that recommends cus-
tomer the services he needs. On the other hand, if the customer is not sure if he will 
buy or not, sales advisor should discuss with him that what he is wondering about 
this solution and can the sales advisor explain it clearer. 
 
When the meeting is coming to an end, the sales advisor should always ask that is 
there anything that the customer wants to go through and is everything clear for him. 
If customer makes an buying decision and leaves, sales advisor should, depending of 
course of the situation, contact the customer within 1 to 2 weeks, maybe even within 
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1 month, to ask how they are doing. That will improve the customer experience. Cus-
tomers, who will not do the buying decision, should also be contacted within 1 to 2 
weeks to ask how they are doing and have they decided what they are going to do 
with the offer. Even though they will not make the buying decision, contacting them 
will make them feel cared. 
 
After the 5th interview felt like I have reached a saturation point, which means that 
the answers started to repeat themselves and there was no sense to continue them. In 
addition, I felt like I had had the amount of information to my Storybook I wanted 
and needed. It was also a little bit confusing to notice, that there were only few tips 
that differed from the others, otherwise the replies repeated each other a lot. All of 
the ones I interviewed, are highly trying to keep up and even create new methods to 
market communication situations which can be the reason the answers repeated 
themselves. 
 
When the interviews were made, I started to begin my Storybook. I used Ifolor photo 
book designer online because that was familiar to me and I felt like it has always 
been easy to use but in addition, has a wide selection of different styles. I chose to 
use the spiral model, one where is circles in the left side to make it easier and more 
sustainable to use. A5 was the chosen size to my Storybook to make it as compact 
and as practical as possible.  
 
At first, I designed the layout, made the cover page and wrote tight introduction, 
where I introduced myself and the book followed by a table of contents. After the 
table of content, I wrote about storytelling in marketing communication in general 
including a highlighted fact about the importance of storytelling.  
 
Based on the interviews, I listed what were the common habits that have been found 
to be working in their marketing communication situations and after the analyzing 
factors that have combine elements, I focused on the differences and listed them to 
my notebook. At first, I focused on the answers about how to start the conversation 
with the client and based on the answers I wrote tight, one-page summary about it to 
sales advisors to learn and get new ideas from it. The previously mentioned page 
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contains also a highlighted fact: “The world’s most important person is YOU”, which 
tries to raise the reader’s interest. 
 
I started to construct the stories one-by-one by using the theoretical background and 
the interviews for my help. Big help in construction the stories were TAI groups’ sto-
ry spine, which helped me in the construction base and tried to figure out stories that 
have the best elements from the interviews and the theoretical part and added my 
own spices into it. 
 
I wrote at the one story for personal-, travel-, home-, animal- and car insurances, 
which are clearly marked with the photographed pictures related to topics. Pictures 
that were related to the stories, were taken by me and pictures taken from me took 
Iiro Koski and Arttu Yli-Rohdainen. My pictures were taken before when we were 
shooting clothes for the local clothing brand RaumRomeParis and I got a change to 
use them in this project. I wanted my Storybook to look like clear, modern and not a 
regular book publisher makes, because this way it is more personal, and I feel like 
the reader rather reads it like that.  
 
After the stories were made, I analyzed the answers about how to end the meeting 
and wrote one-page summary about it by including, of course, highlighted quote in 
there. I felt important to end my Storybook by thanking the readers and wishing the 
best of luck in their marketing communication situations. 
 
After the text was ready, there went many hours to design the final layouts and modi-
fying it to make it look as fresh as possible. Finally, I ended up with a font named 
“courier” because it looked clear and modern with a pinch of old-fashioned style. 
Finalized Storybook can be found from the Appendix1.  
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6 EVALUATION OF THE PROJECT 
 
Storybook project was very inspiring and learning experience as a whole and it did 
not contain any major setbacks. Learning happened a lot during the project for ex-
ample about the marketing communication processes and tools how to appeal into 
people’s feelings when trying to market something for them. The process was not 
easy, but that is what grows and motivates to do something. When the author is more 
practical person, this project-based thesis fits a lot better and she gets a lot more for 
herself than she could have had from the research-based thesis. If the process would 
start all over, everything will be done the same way because there were not big 
stumbling blocks that could not be overcome, and the end result is really good. 
 
Objective was to improve the employees selling skills and that way better the selling 
process so that the sales advisors should start to sell insurances more by focusing on 
the customer experience and customers feelings exchange for the common price 
comparison. The objective was reached, and the Storybook contains five example 
stories about different insurances including one picture for each story that the author 
has personally taken. 
 
Interviews were made by using focused, semi-structured interview and together with 
the theoretical part, it gave good background information and ideas to the Storybook. 
Objective was to interview 6 to 10 people from different business fields and that ob-
jective did not come true, since 5 people was interviewed. After the 5th interview 
there came a saturation point, were the answers started to repeat themselves, thus it 
was not necessary to continue.  
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7 CONCLUSION 
 
 
This Storybook – project has given a lot for the author. It has mentally raised the au-
thor to act in different marketing communication situations and has given good tools 
to better the ability to plan and stick to the schedules.  
 
The Thesis project included interactions with people who were totally unknown be-
forehand which made excitement to the process, but it only had good impact on the 
result. This process has helped the author to increase the knowledge about ongoing 
marketing communications and the possibilities it contains – feels like they are end-
less. 
 
This Storybook will be remarkable help in the Finnish insurance company’s market-
ing communication situations and hopefully will better their sales in the future. Using 
stories as an example can sales advisor appeal into customers feelings better which, 
as mentioned, affects on the decision made. As the interviews showed, the marketing 
communication situations should include a high trust which is made through time. 
Even though the sales advisor is a professional, he should be confronted as an indi-
vidual, as every human is different and unique in his own way – that way he feels he 
is the world’s most important human, which is the objective. 
 
Future development plan would be to make research about the how the used stories 
actually affect on the sales. There could be a limited time when it is agreed that half 
of the company’s’ sales advisors use example stories in their sales and other half will 
try to use by using common price comparison and after analyzing the benefits and 
disadvantages of both. That would be important to the sales advisors and the future 
of the company – to keep up with today’s trend and figure out what is the best meth-
od by thinking about their customers. 
 
20 
REFERENCES 
Diamond, S. 2013. The Visual Marketing Revolution: 26 Rules to Help Social Media 
Marketers Connect the Dots. 
Fill, C & Jamieson, B. 2014. Marketing Communications. Referred 17.4.2018. 
https://www.ebsglobal.net/EBS/media/EBS/PDFs/Marketing-Communications-
Course-Taster.pdf 
Krippendorff, K.2012. “Using Great Storytelling to Grow Your Business”. Referred 
2.4.2018. https://www.fastcompany.com/1822792/using-great-storytelling-grow-
your-business 
 
Lahti, J. & Rautio, P. 2013. Tuloksentuplauskirja: 50 + 1 markkinointitaktiikkaa yri-
tyksesi menestykseen. Helsinki: Readme.fi 2013. 
 
Leino, S. 2018. Social Selling coach. Telephone interview 26.4.2018.  
 
Nordberg, P. 2018. Well-being coach, FAF Personal Trainer, President of Rauman 
Nuorkauppakamari Oy. Telephone interview 8.5.2018. 
 
Parvinen, P. 2013. Myyntipsykologia: näin meille myydään. Jyväskylä: Docendo 
2013. 
 
Sjöman, J. 2018. Personal branding and digital marketing specialist. Telephone in-
terview. 27.4.2018. 
Website of Financial Supervisory Authority of Finland. Referred 19.3.2018. 
http://www.finanssivalvonta.fi/fi/Finanssiasiakas/Palveluntarjoajat/Vakuutusala/Pag
es/Default.aspx 
Website of Ifolor. Referred 6.4.2018. https://www.ifolor.fi/en/photo-book 
Website of MaRS. 2013. “What is marketing communication (MarCom)?” Referred 
14.4.2018. https://www.marsdd.com/mars-library/what-is-marketing-
communication-marcom/ 
Widrich, L. 2012. “The Science of Storytelling: Why Telling a Story is the Most Pow-
erful Way to Activate Our Brains”. Referred 28.2.2018. 
https://lifehacker.com/5965703/the-science-of-storytelling-why-telling-a-story-is-the-
most-powerful-way-to-activate-our-brains  
 
 
 
 APPENDIX 1 
 
  
  
  
  
  
  
  
  
 
  
  
  
 
  
  
  
  
